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AL ANNOUNCEMENT MADE 


SE VARIOUS DEPARTMENTS 


official letter to all 


executives, both in the Home 


0. the field, Sam Dembow, vice-president Executive 
is made it clear to all concerned, just how sound- 


to he handled by the various departments of Publix | 


int, and what is expected of everyone connected 


operation. 


© Mr. Dembow’s letter: 


kable grosses which 

ym the introduction of 
etures in some of our 
indicates not only the 
rable interest and re- 
he public, but likewise 
mey of this new de- 


ably, syqnchronized 
_most important de- 
| the motion picture 
the past fifteen years. 
nd encouraged by the 
esults obtained with 
, almost over-night 
ested over a million 
und projection equip- 
s installation in our 
ikewise, we have made 
ly large investment in 
to our Home Office 
ces of expert tech- 
ecial bookers, addition- 
y men, etc., to insure 
of this innovation. 
Definite Obligation 
ery successful and favor- 
‘reaction that has at- 
efforts to date empha- 
efinite obligation and 
every person connected 
e industry to exert their 
efforts towards stabilizing 
‘ictures. This can only be 
ed by a genuine per- 
terest and deep seated de- 
acquire every possible bit 
ation on the subject and 
through its application in 
m operation. 
future development 
tures must come 
from your experiences in 
Id as from technicians. 


f 
of 
as 


d It 
efore incumbent upon you 
‘e constant thought to the 
| forwarding reports of 
periences and your sug- 
on. to the Home Office 
gh regular channels. 
the reverse of this, as rapid- 
new developments occur, in- 
rmation and instructions will be 
nt you. Each department and 
ch individual in the Home Of- 
4s constantly studying the 
blems of Sound-Pictures not 
s it affects their own partic- 
work, but in the broadest 
ble manner. Experiments are 
tantly peing made for the im- 
ment of sound’ production 
esentation. 
promote efficiency and avoid 
ion and duplication of ef- 
the various phases of con- 
ind handling of Sound-Pic- 
n both the Home Office and 
eld will be identical with 
ganization plan for all other 
of our operation, followed 
ast. For example: 


The Contacts 


-Department—SOUND PIC- 


TURES of every description_in- 
cluding synchronized trailers, Vita- 
phone records and synchronized 
presentations will be booked by 
the Home Office Booking Depart- 
ment and District Bookers in ex- 
actly the same manner as Silent 
Pictures have been handled. The 
department has been enlarged to 
give vou the utmost in service. 


(Continued on Page 6) 


PUBLIX HAS 
GREATEST 
MUSIC 


Do you know that the largest, 
most comprehensive and expensive 
_as well as the most scholarly 
musical one of organizations the 
musical or theatre world has ever 
known—is part of: Publix? 

That’s correct! 

So tangle that up into your en- 
thusiasm, and tell it to the music- 
editors of your newspapers, your 
movie-editors, your city-editors, 
your Sunday-supplement-editors, 
and your photographers. 

Almost every composer of 
note or ability in America, and 
scores of them in foreign coun- 
tries, are now holders of Publix- 
Paramount contracts which call 
for their services on demand of 
Nathaniel W. Finsten, general di- 
rector of music for Publix theatres 
and for Paramount synchronized 
pictures. Likewise, many of the 
‘most noted instrumentalists, con- 
ductors, arrangers, scorers, music- 
theorists, and music-executiyes 
hold Publix Contracts. 

You had a tip on this story 4 
week ago in “‘Variety,’’ but that 
publication only scratched the sur- 
face of the whole truth. There's 
a lot more to the story: There are 
hundreds of stories within that 
story. “Publix Opinion” will give 
'them to you as they break. 

In your files you should have a 
picture of Mr. Finston, and various 
heads of the musical organization. 
If you haven't, write to Sam Pal- 
mer, Home Office Publicity De- 
partment. The Home Office pub- 
licity department will soon have a 
file of photographs of ALL of the 
musical personages, together with 
a brief biography of each. These 


will be worked into a 5-column | 


layout of pictures, and an accom- 

panying story of 2,000 words writ- 

ten so that it may be localized. 
It’s made-to-order for the sun- 


day feature supplement of any | 


In This Issue Will You Re-Write And Plant?? 


ries, trailers, programs, and Posters! Do it now! 


Stories 


You can 


get ideas for institutional news sto 


DONT HOLD 
YOUR POLL 


The Home Office Publicity 
and Advertising Department 
has now under consideration 
a plan for a nation-wide 
Smith-Hoover straw vote, to 
be conducted by the client- 
newspapers of an important 
international news service. 
The idea has been approved 
by Mr. Katz and Mr. Dem- 
bow, and awaits final con- 
sideration by the newspaper 
syndicate. The plan of 
“feeling the Publix pulse 
for president’ was originat- 
ed by Oscar Doob, director 
of Advertising and Publicity 
for the Kunsky-Publix oper- 
ation, and, was promoted by 
Benj. H. Serkowich of the 
Home Office. It provides for 
the local newspaper posting 
observers in the audience at 
each show, when a 2-minute- 
applause-test, inserted on the 
screen as part of the news- 
reel, will be shown. In ad- 
dition, counting machines, 
also guarded by the news- 
papermen, will be placed in 
the lobby at the expense of 
the newspaper. Once a week, 


there will be a national story 
of the national Publix poll. 
Every day the local news- 
paper in each town will re-. 
count the standing of the 
candidates, Incidentally, each 
newspaper will campaign the 
straw-voete tieup vigorously, 
which will incidentally be a 
ticket-selling effort, as well 
as national newspaper exX- | 
ploitation of the institutional 
facts of Publix. The news- 
papers will also use the ra- 
dio and billboards to boost 
the straw vote. 

This information is now 
given to you so that you 
will NOT make a straw 
vote newspaper hookup 
until you hear from Home 
Office. A hookup by you 
now would spoil a bigger 
enterprise. SO HOLD 
YOUR POLL UNTIL YOU 
HEAR MORE NEXT 
WEEK IN PUBLIX OPIN- 
ION AND BY DIRECT 
MAIL. 


newspaper, but if you lay it down 
complete and cold, an editor will 
think it is canned stuff. Goto him 
NOW and tell him you will get 
the facts and pictures exclu- 
sively for HIM, if he wants it, and 
will schedule it for immediate re- 
lease. Let HIM have the joy of 
DISCOVERING NEWS. 

Sam Palmer will rush the stuff 
along to you on your order, and 
you can plant ats 

The music department, as or- 
eanized now, with Mr. Finston as 
its head, has Morris Press, former 
member of the faculty of New 


(Continued on Page 6) 


ICTURE POLICIES SET 


Campaign-Manual 


No. 30. 


For “Talkers” 


Ready For | Publix Theatres 


The Home Office Publicity and Advertising Department 
has just issued an 84-page advertising and publicity campaign 
manual on the introduction and selling policy of sound-pictures. 


SUNITA HA UA 
Romance-Killers! 


Those two-piece men’s-un- 
dies, with striped pants (in 
colors and sometimes with 
lace) are popular with the 
sex that doesn’t wear ’em, 
apparently. Paul Ash, who 
is building-up tremendously 
as the “IT’’-man of New 
York, at the Paramount just 
as he was in Chicago and 
California, is now getting a 
lot of fan mail from this 
merry Broadway town. Yes- 
terday he got a letter from a 
flap who asked: ‘‘Paw-uhl-l-l, 
dear, tell me, are you old- 
fashioned, or do you wear 
those new two-piece athletic 
undies. I hope you don’t 
wear those bvd romance- 
killers!” 


rf MATA 


| Test Public Slant 


On Talking-Acts 


Public sentiment towards “‘live’’ 
and ‘‘talky-screen acts,’ is signifi- 
eant in various directions, even at 
‘this early stage of talking picture 
development, according to Presi- 
dent Sam Katz, who has discover- 
ed many interesting facts from an 
analysis of many reports. 

Just how to interpret the senti- 
ment, which by the way, frequent- 
ly reverses itself, of course is im- 
possible yet. However, Mr. Katz 
has asked Publix to keep close tab 
on the expressed sentiment of au- 
diences, in connection with full 
length sound-pictures, and short- 
subjects as well. He wants as 
much information as possible, as 
soon as possible, as he feels that 
it will be a valuable aid to the 
producers. : 


NOTICE! 


Every theatre gets 2 or 
more copies of Publix 
Opinion. 

File one copy. 

Let the other copy be 

read and initialed by 
your staff. . 
DO NOT CUT THEM 
UP! 
COPY WHAT YOU. 
NEED! 
Save ’Em for Refer- 


‘ence! 
QEEQEQUEEREREREQEQQUGEE DEGREE OUR RRROUOCEROLE 


Ja 


UEUTLEDEQUELEREGUEROGUGGODECHOVOODERUEROROUDEOAONOTO GOGO EROAOEDONOOE 
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efforts and practices, 


It is now being distributed. 

The book, published under the 
immediate supervision of Lem 
Stewart and his associates, Ken- 
neth Long, Gus Grist, George 
Planck, Rodney Bush, Earl Lang 
and Theodore Ferris, is a compila- 


|tion of the best efforts of all the ™ 


pioneer showmen in many sections 
of the country who have had ex- 
perience to date with Vitaphone or 
Movietone. 


Full of Ideas 
It contains the experience of 
hundreds of. showmen—their suc- 
cesses and their errors. It is 
largely made up of specimen cam- 
paigns, ads and stories and stunts 


-executed by all types of theatres, 


but there is a foreword which 
comprehensively covers the ‘‘talk- 
ing-film situation’’ to date, and of- 
fers ample advice about best prac- 
tices. - : 


This manual, like all other 
Publix materials, is free to 
Publix managers, Field Ad- 
vertising Managers, and exec- 
utives. If your copy is not in 
your hands within the next 
few days, write for one. 


By all means, get one. It’s 
as vital and necessary to your 
theatre as is your projection- 

booth. 


Guard it carefully. It would 
be just too bad if a competitor 
got it first and stole all your 
thunder with your own ammuni- 
tion, wouldn’t it? 


What It Is 

“This manual is designed to be 
more than a compilation of good 
to date,” 
declares A. M. Botsford, Director 
of Advertising and Publicity. Mr. 
Stewart points out carefully that 
spectacular developments are oc- 
curring every day in the develop- 
ment of sound-pictures and also 
in the methods of attracting and 
holding the public interest long 
enough to instill the desire to buy 
tickets. 


“This, of course makes it neces- 
sary that all theatre men become 
voracious readers of the trade- 
papers—all of them, and that 
theatre managers hold frequent 
staff meetings to discuss the prob- 
lems and make sure that the en- 
tire theatre staff is familiar ‘with 
new developments. 


“The Vitaphone-Movietone Man- 
ual is a splendid start for anyone 
who up to now has not had much 
information on the new idea in 
the industry. However, it’s only 
a_start. The rest of the motivat- 
ing power, of course, must be sup- 
plied by the readers of the 
manual.” 


*emount will produce a mininium of 


“PUBLIX 0 OPINION 


WEEK OF JULY 


14th, 1928 


LATEST OFFICIAL TALKIE 


9 CITIES TO 
"SERVE U.S. 
TALKIES 


By HAROLD FLAVIN 


(Paramount Publicity Department) | 


Following last week's announce- 
further de- | 
concerning | 


ment by Paramount, 


tails to its statement 


sound picture activities were is- 


sued today. 

Amons il 
ihe decision to establish offices in 
nine country front ; 
whieh short feature | 
sound pict distributed. 
Anotber item decision to 
make aceom- 
panim So 
equipped. 

As previously 


rece? cevelopments 1S 
“this 
and 
‘es Will be 


cities in 


feature 


is the 
wth 
those 


sound 
pictures 


tratlers 
ent for 
announted Para- |? 


25 to 30 feature length produc- 
tions with: sound accompaniment. | 
In addition the Christie product 
for the year will have sound ac- 
companiment as will Paramount 
News and many novelty short fea- 
tures produced under the super- 
vision of Emanuel Cohen, director 
of the short feature department. 
“Warming Up’’ First 

Up,” starring Rich- 
ard Dix and ‘‘The Loves of an Ac- 
tress,’ starring Pola Negri, are 
the first two feature length pro- 
ductions complete with sound. 
Others now in work are Anne} 
Nichols’ ‘‘Abie’s Irish Rose,’’ “‘The 
Patriot,’’ Ernst Lubitsch’s great- | 
est work which stars Emil Jan- 
nings; ““‘The Canary Murder Case,” 
a famous detective mystery melo- 
drama with William Powell, 
Louise Brooks, Ruth Taylor and 
James Hall featured in the cast; 
“Wings,” which needs no identifi- | 
eation and “‘The Wedding March,” | 
Erich von Stroheim’s masterpiece 
in which he also plays a featured 
role with Fay Wray. 


“Warming 


Construction of the sound proof 
stages at the Paramount Long | 
Island studios is progressing and | 
it is expected that they will be 
completed within_a fortnight. The 
novelty subjects will be filmed 
there as well as the longer pic- 
tures. 


One result of the invasion of 
gound into the picture field is the 
fact that this form of entertain- 
ment will draw closer together | 
the Paramount and Publix organi- 
gations. In the past Paramount} 
has confined its attention to pro-| 
duction leaving the exhibition end | 
of its business solely in the hands 
of Publix: 


The advent of sound made nec- 
essary the entry into picture pro- 
duction of the Publix organization 
for there is no one individual 
organization in the field as well 
equipped to handle sound enter- 


| New York, 
| Brooklyn, New Jersey, Albany and 
| Buffalo; 


NALA 


BN 
_BRIGHT 
GAGS FOR 
TINY PRESS 
AGENTS 


George W. Moulton, man- 
ager of the “Dreamland,” 
Livermore Falls, Me., corrob= 
orates the Roxyism anent 
‘cathedrals, by contribut- 
ing: 

“A little tot aged 4, who 
had only attended Sunday 
school, came in with her 
nother to see Chaplin's “The 
Cireus.” Half way thru the 
picture, the tot looked up at 
her mother and chirped, 
‘Ooooh, mama, Pm having 
an awful nice time in this 
church!” 


NIM UN iN 


= 


Heading the list is Nathaniel 
W. Finston, chief of the music. de- 
partment who besides eminence 


las a musician and student of mu- 


sic, worked seven years with vari- 
ous talking machine companies in- 
cluding Victor and Columbia. 


These men will work in con- 
junction with Paramount produc- 
tion officials in the making of 
novelty subjects and stage presen- 
tations which will be filmed with 
sound accompaniment. © Practical- 
ly all short.feature novelties, out- 
side the Christie comedies, will 
be made at the Paramount Long 
Island, N. Y., studios. 


In order to expedite sound pic- 


lture service, Paramount will estab- 
llish a sound picture exchange in 


9 cities in this country strategical- 
ly located. These sound picture 
exchanges will be located in the 
same buildings housing regular 


| Paramount exchanges but will be 
| operated separately. 


Sound pieture service stations | 
| will be located in Boston, serving 


Boston, New Haven and Maine; 
serving New York, 


Philadelphia, serving 
Philadelphia, Washington and 
Pittsburgh; Atlanta, serving At- 
lanta, Memphis, Charlotte and 
Jacksonville; Dallas, serving Dal- 


\las, New Orleans and San Antonio; 


Chicago, serving Chicago, Detroit, 
Milwaukee, Minneapolis and Sioux 
Falls; Cincinnati, serving Cincin- 
nati, Cleveland, Columbus and 
Indianapolis; Kansas City, serving 
Kansas City, St. Louis; Oklahoma 
City, Denver, Des Moines and 
Omaha; San Francisco, serving 
San Fransico, Los Angeles, Salt 
Lake City, Seattle and Portland. 


A master print of each sound 


| picture will be kept at each of the 


sound exchanges and equipment 


for examination of sound prints 


is being installed at these offices. 
In the ease of Vitaphone (disc) 
sound recording, exhibitors will re- 


|eceive duplicate sets of records to 


guard against loss of exhibition 
through breakage 
tion or possible defects 
discs. 


in the 


Paramount will make up a 
sound trailer for each feature 
length picture so equipped. The 


| first completed trailer, made up as. 
advanee agent for the 


Richard 
Dix picture, “Warming Up,” is 
now being screened in 40 Publix 


tainment Publix, particularly 
its stage production and musie de- 
partments. “ 


as 


0,000 Musicians 

Approximately 50,000 musicians 
are on the payrolis of theatres 
owned, controlled or directed by 
Publix. Among these musicians 
are about 1,000 persons who have 
gained fame in their sphere of ac- 
tivity through creative ability. 
The men at the head of the Pub- 
lix music and presentation depart- 
ments have had years of expe- 
rience in both legitimate stage 
and picture work. 


theatres. 


The sound portion of the 
“Warming Up” trailer consists of 
excerpts frem the sound prologue 
to the picture, incidental music, 
vocal rendition of the theme song 
and sound effects for the baseball 
game and carnival sequences. 


. The trailer for “Loves of an 
Actress” is now being made. by 
the Paramount advertising depart- 
ment in conjunction with National 
Sereen Service. Nathaniel Fins- 
ton will handle all musical details 
connected with me, Saramount 
trailers. 


in transporta- | 
| well as seen. 


STUDIO TO 
ADD SOUND 
TO SCREEN 


Paramount’s plans for sound 
pictures during the coming season 


=lwere made known yesterday in an 
={official statement by 


the execu- 
tives of the company. _ 

Of the 71 Paramount feature 
pictures to be released next year 
beginning August 1, a minimum 
of 25 to 30 will have sound ac- 
companiment, most of them with 
talking sequences. 


Paramount News will present a | 


large part of ‘its service in sound, 
and the one 
features, 


-companiment. 


In addition the company will 
sell a new type of picture, which 


will be sound pictures of the stage | 


unit productions sueh as appear 
on the stage of the Paramount 


Theatre and other big theatres | 


operated by Publix. By this move 
smaller theatres throughout the 
country will have the opportunity 
of booking the big stage shows that 


are now a feature of the de luxe | 
houses in the larger cities. Lavish 
novelties featuring popular acting, : 


singing and dancing stars, the pick 
of the world’s stage and screen 
talent, will be presented in these 
special short reels. : 


The major part of Paramount’s 
sound activities will be centered 
in the company’s studio in Holly- 
wood, but reconstruction of the 
Paramount Long Island studio for 
the production of sound pictures 
is progressing rapidly, As it was 
announced last week by Adolph 
Zukor, president of the company, 
those sound pictures which can be 
most advantageously filmed in the 
East because of the proximity of 
speaking-stage talent will be made 
at the Astoria plant. 

Among the feature length pro- 
ductions with sound, which either 


are already in work or have been 
completed, are the following: 


“Wings,” the William Wellman | 


production with Charles Rogers, 
Clara Bow, Richard Arlen and 
Gary Cooper featured, which has 
had an amazing run at the Cri- 
terion Theatre, New York City, 
and every other big city it has 
played thus far this year. 


Erich von Stroheim’s master- 
piece, “The Wedding March.” All 
the great highlights of this picture 
—the wedding music, bells and 
trumpetings—will be heard as 
Featured in the cast 
are Von Stroheim, who directed, 
and Fay Wray. 


Anne Nichols’ ‘‘Abie’s Irish 
Rose,’ which will have, in addi- 
tion to the music score, other 
sound effects, such as the singing 
of the theme song by Charles 
Rogers and Nancy Carroll, who, 
with Jean Hersholt, are featured. 


“The Patriot,” Ernst, Lubtisch’s 
greatest work, which stars Emil 
Jannings. Sound reproduction for 
this pieture will incorporate the 
thunderous Russian marches, the 
charge of the yelling Cossacks, 


pistol shots as the innocent are. 


shot down and the members of the 
cast talking .in the climactic 
scenes, Featured in support of 
Jannings are Florence Vidor, Lew- 


| is Stone and Neil Hamilton. 


“The Canary Murder Case,” a 
famous, detective mystery melo- 
bier och test phen Powell, 


and two-reel short | 
including the Christie | 
Comedies, will also have sound ac- 


UMN EA aR 


SURVEYING 
CRITICS 


A survey of theatre Man- 
agers, stage and screen pro- 
ducers and newspaper Own- 
ers, and editors and business 
managers, made a year ago, 
in which 500 letters were 
sent out, reveals the follow- 
ing tabulation on the ques-: 
tion: “Should critics attend 
pre- -yiews and dress-rehear- 
sals. for publication pur- 
poses, or should they catch 
the attraction on the open- 
ing, or second day perform- 
ance?”’ 

The 
sent out, 
swers. 

Fourty-four favored the 
critics attending the pre- 
views and dress-rehearsals, 
claiming that the critics 
were competent to make al- 
lowanees for mechanical 
faults that could be “ironed 
out” later, but would not be 
“swayed by the audience 
mob-spirit.”’ 

Three hundred and six de- 
clared emphatically that pre- 
views and  dress-rehersals 
are held for mechanical and 
technical purposes only, and 
crities, if attending, should 
not write about same in a 
critical manner. Two bun- 
dred and eleven declared 
that they thought that inas- 
much as all pictures and 
stage productions are pro- 
duced for audiences and not 
critics, the critics should at- 
tend with a pay-audience, in 
the hope of being guided by 
the audience reaction. 

The survey was made by 
an organization not affiliated 
with show busniess, and was 
made for the benefit of a 
commercial! advertising 
agency with a view of prop- 
erly counseling space-buyers. 


Sau MNAAAU MUHA TEA 


500 questionnaires 
brought 350 an- 


James Hall featured in the cast 
under the direction of Malcolm 
St. Clair. In addition to the 
music and sound effects this pic- 
ture will have a-number of talking 
sequences. 


“Loves of an Actress,’ starring 
Pola Negri and directed by Row- 
land V. Lee. Nils Asther and an 
all-star cast support Miss Negri. 
Sound accompaniment for this 
production will consist of a music 
score and sound effects for the 
dramatic sequences. ; 


“Warming Up,” a lavishly pro- 
duced comedy-drama starring 
Richard Dix. Sound accompani- 
ment for this production combines 
the sound atmosphere of a base- 
ball game, singing of the theme 
song and the music score. 
Arthur has the leading feminine 


role in this Fred Newmeyer pro-/| 


duction. 


Paramount has acquired the 
rights to “Burlesque,” the Broad- 
way comedy-drama hit that has. 
run nearly a year in New York. 


This will be produced on a spec-|- 


tacular seale as a Paramount 
sound picture. 


Sound effects, voice and the mu- } 


ic 


Jean 


“What the drs 
these critics of | 
the theatre 


= viewpoint, — [ 


ported by me 
eager for entert 


the argument, 

not always wo! 
“This departm 

being pressed tor 


>| tion loads, com 


mind to stop. in up 


Thursday midnigh 
bia theatre. ; 


this desk toda 
pens to be the 


“Dear Burns 


Writht's midn 
Columbia was _ 
it was wonder 
Tiller girls Ww 
who couldn't. 
agsters. wh 
oken ‘they w 
really pathelies 
whose leader 


ent 


“after i. as 
audience had 
risive shout, 
der in his voice, 


a : 
ama," ar ; 


sic score will be heard in the ie 


Christie 
released next season. The first 
five Christies synehronized with 
sound in all its phases are: “‘Skat- 
ing Home’ of the series, ‘‘Con- 
fessions of a Chorus" Girt,” with} 


beauties; “The Dizzy Diver” and 
“Oriental Hugs” of the Billy 
Dooley series; “Stop Kidding,” a 
Bobby Vernon eomedy, and “Hot 
Scotch” of ‘the “Sandy MacDuff”’ 
series starring Jack Duffy, 


While in New York, Charles 


Christie announced that, in addi-| 


tion to the foregoing, his’ compan 
a produce two. special 


series of short features js 


e of Sunday, July 8. 


Me New York Daily News, 
d and operated by the same 
ization that publishes Liber- 
Magazine and -The Chicago 
tibune, is eredited by the Audit 
eau Of Circulation as having 
argest paid circulation of any 
y newspaper in America. Its 
cies have always been progres- 
Many of the most successful: 
y newspapers in the world are 
eled from the policy of The 
7 York Daily News and Chicago 
ibune. - 


herefore, if managers and the- 
fre sales-managers will take-the 
‘ouble to get acquainted with the 
orial-writers of the 


| show this Daily News editor- 
together with comments along 
lines suggested’ here, it is 
bable that a great many other 
Tewspapers will follow the lead 
Of the Daily News. 

if they do, it will be a start in 
‘the right direction in the matter 
ef educating newspapermen who, 
ire assigned as ‘‘critics” of the 
eatre. Some critics know their 
business. These are constructive 
puilders, not only for the public 
‘and newspapers they represent, 
‘put for the amusement industry. 
The majority of “eritics’’ however, 
‘are counterfeit-Menckens and 
pseudo-gorgejean-Nathans. 

‘ All Great Sages 

F These ‘critics’ write on the 
‘principle that if they ‘ridicule or 
Miteck some outstanding thing or 
‘achievement, they become as bis 
individually as the subject they 
‘attack. Others are inexperienced 
in the aims and problems of the 
amusement industry, or its econo- 
Mic value to the community they 
ve in. Still others are simple 
mart-alecks or mediocre news- 
Japermen who would be willing 
set fire to an orphan-asylum if 
inspired a wise-crack. 

Real newspapermen know that 
ir newspaper is as commercial 
is any theatre—and that the thea- 
is as powerful a loeal economic 
tor as is the newspaper. They 
ow what all actors and theatri- 
_ producers know, that the 
usement industry is for the 
ses, and not for the fraction 
one per cent of super-intelli- 
gents who don’t read the news- 
fs anyway. 


MR. DEMBOW ASKS 
-PUBLIX AID IN 
SALES DRIVE 


Sam Dembow, vice president- 
utive, in a statement made 
erday declared that every ef- 
rt will be made by Publix thea- 
men to co-operate with the 
forts of the Paramount sales de- 
artment in its current “WHOLE- 

OW” sales-drive. ‘The Para- 
ount salesmen who meet their 
s-quotas have the incentive of 
sted membership in the ‘‘One 
undred Percenter’s Club,” the 
h-pressure aristocracy of the 
department. “T hope so 
Publix showmen come to the 
f the Paramounteers that the 
Hundred Percent Club’ will 
honorary memberships to 
Publix individuals who give 
nding _eo-operation,”’ de- 
r. Dembow. 


RES ae Re ERE TOT es 


w York’s Biggest Daily 
Newspaper Raps ’Em Hard 


Directors of Publicity and tt i 
Dit 3 of icity z 1eatre managers will hail with 
ight.an editorial printed by the New York Daily News in tts 


This editorial, which Publix Opinion reprints in an adjoin- 
Olumn, was presented by The Daily News in double column 


h, full length of the paper, occupying the entire space usual- 
yen over to several editorials. 


THEATRES DECREASE? 


A decrease of at least 25 per- 
cent in the present number of 
theatres in the United States with- 
in the next two years is the pre- 
diction of observant theatre exec- 
utives. There are in operation at 
present more than 18,000 theatres 
classed as picture houses and the 
decrease predicted is ascribed, to 
the increasing excellence of the few 
leading exhibitors and the desire 
of many owners of prominently 
situated but poorly patronized 
theatres to take advantage of ris- 
ing realty values. 


SSUUSUNAVENENENOVEVEVONEVENENENOEUOGEROAONEDEQEQUONODEDOQOQUOOOUONEONONONOUEOOOOQEOEOUOHOROOUE 


=. CRITIQUE ON CRITICS! 


; Bditorial in the New York “Sunday (Daily) News” July 8: 


Do none but-morons go to the movies? 


Is every movie made in the United States necessarily ° 
geared to the intelligence of a twelve-year-old child and no 


higher? 
When a person enters 2 


himself automatically as a dumbbell and hence meat for the 


wisecracker? ° 


These questions, and several others which we could ask if 
we had the space, are inspired by: a perusal of several movie 
criticismg in a couple of highly esteemed metropolitan daily 


newspapers of the old school. 


About’ ‘“Wheel of Chance,’’ a recent First National release 
based on a story by so generally acclaimed a writer as Fannie 
Hurst and starring Richard Bathelmess, who is anything but a 
barnstormer, one of these critical efforts says in part: ‘‘The 
Strand’s gift to New York this week... .The story back of it all 
starts in faxaway Russia....Instead of being: a parody—as 
could be gathered from the names used—the ‘Wheel of Chance’ 
takes itself seriously. It appears to attempt proving that truth 
may be stranger than fiction, and that America, after all, is 
the melting pot. It follows both briefs in a very silly fashion.” 


That is a fair sample of the brand of movie criticism we 


refer to. 
Another we lift from a 


Michigan Kid’’ (Universal), with Conrad Nagel, Renee Adoree 
and Lloyd Whitlock. The prize morsel in this dish of critical 
sniffishness and superciliousness is the repeated rendering of 
The rather important bit of in- 


the word villain as “‘villian.”’ 


formation as to whether the critic thinks his readers will like 
the show or not is among the missing, though the wisecracks 


fly thick and fast. 


= 

= These critics seem to be people who hate the movies and 
= everything connected with them. Or it may be they aspire to 
= rise from the lowly fellowship of movie critics to the saintly 
= brotherhood of critics of the legitimate drama, and believe the 
= surest way to do so is to sneer continuously at the industry 
= which is to blame for the present $50 a week or whatever it is. 
= By way of contrast, and not caring whose feelings may be 
= hurt, we take eccasion to point with pride to the movie depart- 
= ment conducted in THE NEWS by Miss Irene Thirer. 
= Thirer likes}some movies, dislikes others. 
= She does not approach a movie palace 
= with the thought that here, is a place upon which an intelligent 
= person confers a distinct favor when he or she steps inside ‘its 
= And she states whether in her opinion you will like 
= 
= 
= 
= 
= 
oe 
= 


thinks about them. 


doors. 
the show or not. 


The result is that Miss Thirer has a large public which 
relies on her judgment of the quality of its movie entertain- 
s to us a more solid performance of a movie 
tion than the acquisition of a limited public 
t the movie audiences’ supposed lack of 


ment. That seem 
eritie’s chief func 
which dotes on sneers a 
‘brains. 

Perhaps our advice 
be received with gratitude. 
is best given in the form of 
kind of racing ne 
the races reporters 


stories read if their sports wr 
kind of dramatic criticism WoO 


preferred reading or checkers 
m9 the condescending 

vise applying to their papers 
ment if they are so fed up wi 


STUANNUENRAUEUOOUAOEL 


to the papers of the old school will not 
But if they want it, here 1185: te 
a question. The question is: “What 
ws would they expect to get if they sent to 
who hated horses; how would their baseball 
iters didn’t like baseball; what 
uld they get from people who 
or polo to the theatre? 
movie critics themselves, we'd ad- 
for transfer to some other depart- 
th the movies. Their output grows 


wearisome to those who read it. 
sNNQ4Q0Q0080880008000000000000008000000000000H00UKUUUUUOEEEEEEEEEEEEEEEEELES 


Minneapolis Builds 
For Good Will 


Minneapolis is witnessing a new 
departure in theatre publicity 
methods through the ultilization 
of six Finkelstein & Rubens— 
Publix theatres for a series of 
garden matinees under the spon- 
sorship of a group of civic better- 
ment agencies. 

Schools, parent-teacher associa- 
tions, the public library, the local 
Audubon society and a seed com- 
pany have cooperated under the 
direction of a committee known 
as the Minneapolis Better Theatre 
Committee. Special films perti- 
nent to the discussed subjects are 
shown and the net result has been 
to build an inestimable amount of 
good will as well as materially 
aiding in the beautification of the 
city. 


Mitchell Goes West 


“AJ”? Mitchell, who pleased the 
audiences at the Paramount thea- 
tre in New York, and again at the 
Olympia, New Haven, has been as- 
signed to Minneapolis, at the new 
“Minnesota”? where he will have 
charge of the stage-band. He 
will be replaced at New Haven by 
Chet Martin. 


movie theatre, does he stamp 


review of Rex Beach’s ‘The 


Miss 
She writes what she 


of Mr. 
Publix, in the last issue of Publix 
Opinion, urging closer co-ordina- 
tion of. effort between Publix and 


Drive-On 


In view of the public statement 
Sam Katz, president of 


its big brother, Paramount, news 
of the new sales drive by Para- 
mount is particularly interesting. 

Paramount now sells ‘“‘the whole 
show’’—tull length features, news- 
reel, short subjects, and other im- 
portant elements of screen pro- 


S.R. Kent 


grams. Now that the.screen has 
become articulate thru the intro- 
duction of ‘‘talkies,’’. Paramount, 
of course, leads the industry in 
this field. It might be well to note 
in passing, that in producing its 
sound-pictures, Paramount paid 
the Publix organization the high 
compliment of taking over the 
Publix music department, lock, 
stock, and barrel, under the direc- 
tion of General Musical Director 
Nathaniel Finston. The music de- 
partment will continue to function 
for Publix, of course, but is being 
enlarged enormously to meet the 
needs of Paramount, as well. 


Publix Plays The Game 


“Publix theatre staffs are play- 
ing their own game when: they 
boost Paramount sales,’’ Mr. Katz 
says. ‘‘Any experience or oppor- 
tunity for sales promotion you 
have that can be turned to the ad- 
vantage of the Paramount sales- 
men, should be given instantly 
and wholeheartedly. 

The Paramount product is the 
backbone of the industry, and we 
need it. To get it, we must help 
make it successful. To make it 
successful, the only thing we can 
do is to help the finished Para- 
mount product get the maximum 
distribution appreciation.”’ 

The new ‘‘Whole Show’’ sales 
drive inaugurated this month by 
sR. Kent, General Manager for 
Paramount, finds the entire Publix 
and Paramount organizations key- 
ed up to a high pitch of enthu- 
siasm. Of course the burden of 
drive is on the salesmen, but Pub- 
lix men in each territory are doing 
their utmost to cheer their local 
Paramounteers on to a quota-vic- 
tory. xt 

The following statement issued 
by Mr. S. R. Kent, to the Para- 
mount distribution organization, 
will be interesting as well to the 
Publix organization: 

Mr. Kent’s Statement 


“J wonder if all you boys in 
the field get as great a kick out 
of the start of a new contest as 
I always do. To me, it is like 
the raising of the curtain on a 
new show, which if properly 
played by the actors, is pre- 
destined to meet with success. 
Or, it.is like a national sweep- 
stakes race. You don’t know 
what horse will win, but you do 
know that you are going to see 
a thrilling contest between the 
biggest stars of the country. 

“7 am glad that The Whole 
Show Contest will run for 52 
weeks. We have ceased to en- 
courage sensational spurts in the 
business of a few. exchanges 
with a subsequent sliding back 
into average or mediocre returns. 
The Managers, Salesmen and Ad 


Good-will 


“Probably not other theatrical 
organization in the industry has 
so steadfastly retained the good 
will of its stage performers as 
has Publix, if hundreds of letters 
received from performers address- 
ed to its various booking execu- 
tives is a criterion upon which to 
base this statement,’ declares 
James R. Cowan, Director General 
of Stage Productions for Publix, 

‘The good will of Publix actors 
and performers has ever been 
valued as a cardinal asset to its 
business. It is reflected in excel- 
lence of performance while em- 
ployed, and when not working for 
Publix this army of stage folk be- 
comes a propagandizing agency of 
good will for the entire circuit. 

“That the exceptional treatment 
aceorded the actor folk by Publix 
personnel and executive poliey is 
no small contributing factor to 
this condition is seen in a perusal 
of many letters which invariably 
compliment the organization for 
its friendly interest in their wel- 
fare’ eo 


CHICAGO UNION 
LEADER HAS NO 
“TALKY” FEAR 


Chicago musicians union is not 
getting panicky over the displace- 
ment of a number of union 
musicians through the introduc- 
tion of the ‘‘talkies’’ in practically 
all Chicago major houses. James 
C. Petrillo, head of the Chicago 
musicians and one of the most 
noted labor minds in America, is 
sanguine that the ‘“‘talkies’’ will 
not permanently displace the 
musicians, as public demand will 
bring them back, 


Sales Managers who desérve to 
win the substantial prizes of- 
fered in our contests, are the 
men who can stand the gaff of 
keeping their business up to, or 
beyond their quotas, week in 
and week out, month in and 
month sout. Our commitments 
are predicated on a reasonable 
expectation of a steady, certain 
delivery, and the best assets to 
our organization are the men 
who can give us that; and not 
the flash in the pan. 

The start of a new contest sig- 
nifies as well the commencement 
of.a new program, which is also 
an annual thrill to me. It is 
said that happiness lies in “look- 
ing forward,’ and this applies as 
much to business as anything 
else in life. “Looking forward!” 
Surely no Paramounteer worthy 
of the name, can look forward 
to our 1928-29 schedule of at- 
tractions without feeling a con- 
siderable amount of pride and 
genuine happiness. And the best 
part of it is that we know we 
may rely on the Production 
Department to meet all our 
pleasurable expectations. I 
would like Mr. Zukor and our 
Directors to rely just as strorg- 
ly upon the Distribution Depart- 
ment to “come through” as bud- 
get and quota require, and if 
we can exceed their anticipa- 
tions, so much the better. 

Owing to the changes that the 
industry is going through at 
this time, I am going to watch 
the results of every man more 
closely. than ever before, Bx- 
pansion, new departments, new 
positions of responsibility, will 
naturally grow out of our broad- 
ening field of activities, and I 
must be thoroughly conversant 
with those men who show by 
their results, in cold figures, that 
they. are capable of handling 
greater résponsibilities. 

To the salesmen especially, let 
me again state how near to my 
heart is The Hundred Percent 
Club, and [ hope that during the 
coming year many will qualify 
to reach that distinction. To me, 
such membership is far more of 
a reward than any cash prize 
you could possibly win. 

To all—my best wishes for 
success, for your success means 
Paramount success, and that 
after all is what all loyal em- 
picryen are constantly working 
or. ; 
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READ THESE THREE ANNOUNCE! 


They contain many valuable tips for the benefit of your Publix caree 


Although the recently completed ‘Comin’ Thru 
Drive’ for increased box-office profits and theatre-im- 
provement included only the theatres that are 100%- 
owned by Publix, and did not include partnership or 
affliated Publix theatre interests, it developed several 
things of keen general interest to all Publix. 


« ¢ ft 


Notable among these are the individual s 
made at the end of the drive by Mr. Katz, Mr. | 
and Mr. Chatkin, which are herewith reprodi 
Publix Opinion for the benefit of everyone in the 


(ay 


NO GAREER-LIMIT IN PUBLIX 
MR, KATZ TELLS EXECUTIVES 


—By SAM 


KATZ— 


(President Publix Theatre Corporation) 


There 1s no limit! 


Men who have faced the quick alternative of life or death, know 
it from the amazing things they accomplished to cheat death. 


Men who have reached high places know it from the irresistible 
power of incentive that brought them there,—and the toil and 
anguish incentive brought into play. 


Publix has no limit! 


There is no limit-for anyone within Publix! 
Publix has the limitless incentive of the second greatest possible 


service to mankind, as its reason| 
to be. Bare necessitiés come first. 
Diversion comes second. With- 
in its ranks are still the men 
who gave Publix world leader- 
ship. Thinking one, two, five | 
and ten in advance of} 
present day requirements, and 
fighting unceasingly for~ that 
goal, made Publix, in only two| 
years, the world’s most effective 
and successful theatrical organi- 
zation in history. There has nev- 
er been a thinking-limit in Pub- 
lix, and there never-will be. 


years 


j 


If you have a limit on your) 


thinking machinery, take it off !| SHEET MUSIC AIDS 


If you have a limit on your phys- 
ical activities, take it off! Then 
you'll be properly stripped tor 
the race to the heights! 

Get your mind focused on the} 
gigantic picture Publix presents 
to you for your career! The title] 
of the picture is “No Limit!”| 


you may very truthfully say. ~ | 


It is all very well for one in 


authority to mouth platitudes and| oo the Dublisiicne. of aiaet/aGe 


proverbs, you may say. It is an 
easy thing to do. 


about the. situations that gave 
Good Luck a chance to become 
operative. I have examined the 
careers of many men in high 
places. In every case the formula 
for success was similar. 


If this formula works suc- 
cessfully in most cases, why 
should anyone want to buck the 
law of averages? 


This ‘Coming Thru’’ Demon- 
stration fills my heart with pride, 
—and gratitude. Pride because 
the results'of the demonstration 
clearly indicate that a great many 
of my associates have discovered 
the formula for personal success 
and'are operating within its spec- 
ifications, and gratitude because 
personal success inevitably means 
organizational progress. 


IN SELLING YOUR 
PERSONALITIES 


Milton H. Feld, management 
supervisor for the southern deluxe 
unit theatres, offers a valuable re- 
minder of an idea used effectively 
for years by many showmen, but 
which may be “new again” at this 
time. 

“Directors of Publicity and 
Theatre managers will find an ef- 
fective bit of ticket-selling help 


sic, if they will take the trouble 
to send each publisher a photo- 
graph properly identified on the 


Yet in the business of round-|), 64 with a brief biography, of 


ing out a lifetime that compen- 
sates for each day, there are cer- 
taifi rules from which there is 
no deviation’if one’s goal is to 
be reached. Whether the newest 
recruit or the highest official in 
Publix, or in any other field of 
endeavor, the traffic rules on the 
road to high places are exactly 
the same. They never change. 


In my own experience, ceaseless 
toil and unceasing examination of 
imaginary possibilities gave me 
results in most of the important 
periods and advances, True, in 
many cases good luck or earned 
friendships played a. big part. 
But work and imagination brought 


each stage-band leader, pit-cor- 
chestra leader, and organ soloist. 
The, photographs should be ae- 
companied by a letter explaining 
that the pictures are offered. for 
use, if the publishers desire, as 
title-page imprints on copies for 
local distribution. In most cases, 
the publishers will be glad to 
comply, as the photograph offered 
is that of a local celebrity who 
moreover is a valuable aid in 
plugging a song into popularity.” 

When songs are imprinted, they 
make an impressive window and 
counter display which helps enor- 
mously in building up the local 
popularity and importance of band 
leaders and organists. 


| 


) 


zation, 


DRIVE ENDS 
BUT MELODY 
LINGERS 


DAVID J. CHATKIN 


(Chairman Executive Com - 
mittee, “We’re Comin’ Thru” 
Demonstration.) 


The ninety-day ‘We're 
Comin’ Thru’? Demonstra- 
tion is over, and accountant 
with division executives and 
judges at their elbows, are 
rushing thru the thousands 
of reports, statements and 
testimonials that give every 
indication of tremendous 
success. 

At the present time, it is 
impossible to present a com- 
plete list of the winners in 
each division. It is equally 
impossible to designate the 
winners of the “stunt” 
prizes offered by writers 
and directors of Paramount 
pictures. It was neck-and- 
neck between many con- 
tenders, for every prize. 

Within a short time, how- 
ever, it is expected that the 
labor of analysis will have 
been completed, and the 
leaders in every division 
formally presented with the 
prizes. 

There are many cases, 
where managers who ac- 
complished fine results for 
half. of the period of the 
drive, were assigned to a 
new theatre where it was 
impossible in the remaining 
period to pick up a new win- 
ning stride. This has been 
taken into consideration by 
the judges in making 
awards. Other cases where 
a series of sure-fire pictures 
made business exceptionally 
good without special local 
effort, will likewise have 
proper consideration. 

Every effort of construc- 
tive aim has its place in the 
recapitulation now being 
made. it will therefore be 
a pleasant surprise to some 
managers when they .are 
presented with an award 
when they thought ‘‘they 
didn’t have a chance,” 

In going over the results 
of the demonstration, Mr. 
Zukor and Mr. Katz and Mr. 
Dembow expressed keen 
gratification over the accom- 
plishment. Despite many 
discouraging situations, not 
a single ‘quitter’ developed. 
And alibis were negligible, 
toda he 

‘From every standpoint, 
this demonstration has been 


e 


lone 


‘as intrinsic reward for extra ef- 
(fort. In fact, many open-minded 


+) 


READING “BETWEEN-LINES” 
GIVES COMPLETE PI 


—By SAM DEMBOW, Jr. 
(Vice-president Publix Theatres Corporation) | 


Reading “‘between the lines’’ of the vast amount 
pondence entailed by the “Coming Thru’ Demonstratté 
pleted, brings to light a great many interesting and @ng 
| clues as to the quality and texture of-the men who moth it 
Reports are made and letters are written with high reg 
| the exact meaning and shades of meaning meant to+be com 

Weekly box office reports, bound by the columns and @ 
of spaces for various accounts and operations, seem cold a 
to the casual eye. . ' 

It is frequently said, not only | 
in chain-theatre operation, weit 
in every other highly organized 


zation leadership and 
that leadership. And 
}developing new mar 
lendeayor as well that “the only | meet inereasine needsall 
|literature the boss is interested , 


[pao check-up con 
is the ink-color of the figure 
} 


it. 
Between the lines 
ter, every official repe 


in the lower right hand corner.” | 
There is a vast amount of truth ne 
pea office statement 


in this. jned in. the Home Office, 
Yet there is an opportunity for | invisible indication of 
the writer has high & 
of the sportsmanship p 
of his position, What is 
purposely unsaid 


something additional to say. 


In the Home Office, watching 
the’ operation of hundreds of 
theatres and the kindred prob-|thunderously obvious = 
lems of each, it is frequently | proves the writer k ? 
impossible for those in authority | "€58, and moreover, De 
spirituality, confidence,” 
along with his ability, ¢ 
his operation one that) 
the utmost out of its pa 

A number of us in’ 
Office have the priv 
ing the minute 
wheels. within 
Publix moving fe 
gear. And we long @& 
that the complete repo 
of an operation is not aly 
tained in what fs set | 
paper—but is most freq 


gratifyingly found in real 
tween the lines.” 


to have close personal contact, 
even at times when the counsel 
of long experience and compre- 
hensive information is most 
needed. In such situations is 
Pipses the kind of creative, 
executive showman-mind _ that 
gave to Publix within its two 
years of life, its unquestioned 
leadership in the amusement in- 
2 


Publix has the kind of man- 
power it takes to give an organi- 


NE NEE A eT EEE te eer 


As announced at the outset of 
this drive, its purpose was two- 
fold. First, of course, was in- 
creased profits, so that the stock- 
holders who employ us ahd con- 
trol our Publix careers, may 
have a fair return for their in- 
vestment, 

Second, and equally import- 
ant, the demonstration provided 
a practical method of discovering 
for promotion, all possible show- 
men within Publix who have the 
qualities of constructive leader- 
ship. sae 

The prizes were merely sym- , 
bolic, and in no wise considered 


Nically inclined persons w 


ome made receiving sets. 


@ gargantuan press agent whose 
publicity tentacles cover the con-. 
timent reaching into millions of 
‘homes and crying the wares of 
Phousands of local and national 
Wadvertisers at the same time pro- 
J yidine entertainment of a higk 
order more or less directly com- 
petitive with the theater. 
Broadcasting received the Alad- 
din like touch of science in its 
rapid development following the 
weessiul broadcasts of KDKA, 
Pioneer bailyhooer of Pitts- 
h, until today a skyscraper 
fo — Pith Avenue, New York, 
houses the largest of the radio 
‘chains which encompasses the 
country for events of national im- 
portance. Locally, radio broad- 
‘Casting has made equal strides 
and no city of importance is with- 
‘jut its local broadcaster to hurl 
iis Messages into the homes with- 
in its range. 
; Once Hostile 


Amusement enterprises general- 

ly were hostile to radio during its 
fapid development clinging to the 
‘fallacious idea that as a competi- 
tor it shouldn’t be encouraged 
and consequently broadcasting re- 
Geived scant attention from the 
theatrical and amusement world 
Wntil other ‘enterprises recognizing 
iis. sound value as a publicity 
medium entered the broadcasting 
field as station operators or lessees 
of “air time.’’ The press of the 
Country fought and condemned it 
Only later to embrace it .because 
Of reader interest and a circula- 
tion auxiliary. 
Radio should be a. subject 
thoroughly understood by .PUB- 
IX managers and publicity men 
as hundreds of opportunities are 
afforded for embracing the use ‘of 
its facilities in providing auxiliary 
publicity for pi¢ture announce- 
Ments, standard theater features 
and stage attractions. 


Publicity Contact 

*The radio shotld be regarded as 
ene of your most important means 
Of contact with the public in your 
Tespective territories and if your 
fadio features are made interest- 
ing and have appeal, they will re- 
Geive the same general treatment 
from station managers as your 
ee paner copy receives from pic- 
Hire critics and city editors. 
Radio publicity can be obtained 
Without cost by theatre men, de- 


at the entirely upon the quality 


‘of the motivating entertainment 
id its appeal to listener interest. 
PUBLIX OPINION has in prep- 
ation a pamphlet outlining in 
il various ways and means to 
in radio publicity for our 
heaters and comment and sug- 
Bestions are invited and requested 
so they may be usefully incor- 
Porated therein. ne 

Study carefully the radio situa- 


aq in your territory and: estab- 
ih friendly contacts with the sta- 
operators. 


Ascertain the 
Tyvice range of your 


local broad- 


sters and check the results ob- 
hed by other users of their 
Place these stations on 
for pub- 


mir city. House policy and local 
Conditions will govern of course 
extent to which you can. par- 
pate in radio proadeasting but 
information is intended / to 
eularly attract your atiention 
‘free broadcasting with an as- 
d listener interest. 

fith the talking picture sweeD- 
the country and with tela- 
sion in the offing let’s embrace 
radio—it’s truly a great press 


Jon’t forget to have broadcast 
tails of “opportunity con- 
many listen who don’t read. 


ipday, that infant has becomé | 


ADIO NO COMPETITION 
BUTREAL AID, IF USED 


—By WILLIAM K. HOLLANDER 


(Director of Publicity and Advertising, Bal 


Slightly more than eight years ago 
Not an ether wave was hurled from a tra 
burgh, Pa. carrying on its back hum 
‘Stantaneously picked up in thousands 


9 


RIGHT 


laban & Katz-Publix) 


an infant in the guise 
nsmitter in East Pitts- 
an speech which was in- 
of homes where mechan- 


ere experimenting with the first of 


“LOVES OF AN 
ACTRESS” GETS 
HIGH PRAISE 


een 


Pola Negri’s “Loves of an Ac- 
tress” having been synchronized 


‘with musie score and sound ef- 
fects, Sam Katz. viewed it with 
other Publix officials and _ pro- 


nounced it worthy of playing the 
best theatres everywhere, includ- 
inss(Publix, Class {Avs Phetor 
lowing telegram tells the story on 
this and other matters: 


Jesse Lasky— 
Hollywood, Calif, 


We have just reviewed Loves 
of Actress—Score and effects 
make this picture in our opin- 
ion an outstanding attraction 
—Score undoubtedly finest any 
done yet— This picture will 
play every one of our best 
theatres and I am sure alse 
best theatres of all other ex- 
hibitors — Some of our boys 
think Pola Negri is now Sarah 
Bernhardt with sound — Lis- 
tened through complete piano 
seore for Patriot and can 
promise you some startling 
news when that is finished—. 
Ran off Wings the other night 
and synchronization of Wings 
is beyond any words we can 
use — It is thousand times 
greater than it ever seemed 
like with an orchestra and ef- 
fects——-This is really no exag- 
geration—We have been talk- 
ing about a Paramount-Publix 
organization and. we feel just 
a little bit proud to tell you 
that we believe now we have 
it—Kindest regards. , 


SAM KATZ. 


‘| paper tied up to the contest is the 


| CONTEST 


The 1928 Publix Theatres ‘‘Op- 
portunity Contest’? in quest of a 
“Personality Girl’ is well under 
way. 

It has already started in New 
Haven, Boston, Pittsburgh, Buf- 
falo, Cleveland, Minneapolis, Den- 
ver, Omaha, Des Moines, Dallas 
Fort Worth, San Antonio, Hous- 
ton, and Birmingham, and floods 
of publicity from each city testify 
to the interest the public in each 
city is taking. 

In nearly all cases, every news- 


biggest in town. And the news 
stories about the contest invari- 
ably carry many institutional 
facts about Publix, motivated into 
print on'the pictures of local pret- 
ty-faces. 

Loew’s Palace, Washington; 
Loew’s Century, Baltimore; 
Loew’s State, Syracuse; Ambas- 
sadore, St. Louis; Portland, Port- 
land; Saenger, New Orleans; and 
the Howard, Atlanta, will run the 


contests in August, due to previ-| 


ous stunt-commitments. ‘ 
The Michigan, in Detroit, ac- 
cording to Oscar Doob in a letter 
to the Editor, will run the contest 
in the early part of September, 
due to several important plans al- 
ready under way there. ‘Ace’’ 
|Beery, the premier showman of 
Indianapolis, is similarly situated, 
but will try to handle the contest 
later. Bill Hollander, Bill Pine, 
Lioyd Lewis, John Joseph, Dave 
Lipton and Herb Ellsburg, the in- 
cendiaries of Chicago publicity, are 
in the throes of vacations, National 
bathing girl contests, theatre open- 
ings, new ‘talkie’ eampaigns and 
what not, and do not expect to be 
able to hit up the ‘‘Personality Girl’ 
until the early part of October. 


are the Ohio Theatre, in Columbus; 
the Midland, in Kansas City, and the 
| Seattle, in Seattle. 

Non-unit theatres running stage 
shows who wish to participate in 
the contest may receive all possible 
Home Office help if special request 
is made thru Harry Marx,.General 
Supervisor of Theatre management. 


The only theatres not heard from | 
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14 THEATRES| FINDS A NEW PARAMOUNT 
START 1928 MEANING FOR NEWS A HIT 


“PUBLIX”’ 


Robert M. Sternberg, recently 
promoted—a district theatre man- 
ager in the northeastern. states, 
under J. J. Fitzgibbons, scored a 
good impression with a letter sent 
to all managers in his territory. 
The letter follows: 


PUB—LIX 


Dear Mr. 

The dog days are.coming on 
us and we must be prepared to 
meet them with dogged deter- 


mination and beat “old man 
weather.”’ 
Have you made your house 


‘“invitingly’’ cool? Are the cool 
lighting effects being used? Are 
your fans doing their work? Are 
your shows balanced so _ that 
they will give that promised re- 
lief after you get your customers 
in, and do you really make them 
feel ‘“‘cool and comfortable?” Are 
you using suggestive advertising 
stunts that. will bring out that 
“frozen north’ atmosphere in- 
stead of the stereotyped slogans— 
“20% cooler inside’? without do- 
ing anything that wil suggest 
the coolness promised? Are you 
using icicle borders on your trail- 
er service and also around your 
marquee? 


For the month of July we are 
going to make a slight deviation 
from the meaning of the word 
“PUBLIX” and give it a mean- 
ing of our own— 


PUB—LIX 


puUB—meaning more publicity 
——more salesmanship—miore busi- 
ness—more profits. 

LixX—meaning exactly what it 
says—licking the world in enter- 
tainment values. 

The combination — PUB - LIX 
cannot be beaten. 

My results are absolutely de- 
pendent upon your combined ac- 
tivities. I am looking forward to 
a real break and I know I will 
get it. > 

With kindest personal regards 
and best wishes, 

ROBERT M. STERNBERG. 


“RIALTO” HAS GYM FOR STAFF — 


Manager Robt. Weitman of the Rialto Theatre, New York, used ingenuity for money and now the staff is al- 
ways full of Pep. Here are some of the ushers charging their pep batteries. 


ix New York “Rialto” perso 

Pe Menke es the collegiate gaat 
to their brawn, musele and agi 

The athletic 

gloves, pulleys, wrestling 

and several of 

Robert Weitman, 


mats and 


house manager, 


of many prominent universities w 
y as an added diversion 


paraphernalia paid for by t 


re developing into 
angen who was an 


dozen in a 


medicine. 


completely equipped gymnasium gayly be- 
here under expert tutelage the boys add 
in their off Hogi on 
tail consists of punching pas, 
Taninecer baths add to the attractive 
eredit for this 
portance during his undergraduate days. 


features of the gymnasium 
laudable enterprise is duc 


a rowing machine, boxing — 


FIRST YEAR 


By EMANUEL COHEN 


(General Manager Short Features 
Department, Editor-in-Chief 
Paramount News) 


A year ago, at the time the 
Short Feature Department was in- 
| augurated and the product was 
announced, it was hardly to be 
expected that a full appreciation 
would be given to the importance 
of the Short Features and Para- 
mount News, in the final results 
of The Hundred Percent Contest 
conducted by the sales depart- 
ment. Results, however, indicate 
that those ‘branches that realized 
how much help the Shorts and 
News could be in The Hundred 
Percent Contest are the ones that 
finished in the lead. 

It was na- 
tural that the 
distribution of 
the Short Fea- 
ture Program 
would involve 
a considerable 
amount of ex- 
tra work on 
the part of the 
sales force 
and work of a 
kind that they 
were not ex- 
actly familiar 
with. Selling the News and 
Shorts requires just as much ef- 
fogt as selling our Feature Pro- 
gram. We have, however, made 
a splendid start in securing the 
width of distribution that is neces- 
sary in order to make our Short 
Feature Program a success. 

Now that the sales force is off 
and away on The Whole Show 
Contest we ask that thorough con- 
sideration be given to the Short 
Feature Product and the News as 
the means whereby our branches 
can acquire a sufficient amount of 
additional business to enable them 
to make a good sH®wing. If we 
can take the commitments of our 
branches at the time of our Con- 
vention as an indication of what 
they. intend to do on the Short 
Feature Program and the News, 
we are certain to enjoy not only 
a wider distribution but also 
prices that will mean a profit. 

The Great News Record 

We now have a year’s perform- 
ance on the News to point to. You 
do not have to make promises any 
longer. You are in a position to 
show what you can do for your 
eustomers in furnishing entertain- 
ment for their patrons. It is pretty 
generally conceded that The Para- 
mount News is the outstanding ac- 
complishment in the new develop- 
ment surrounding. the production 
and distribution of this type. of 
product. We have tried to main- 
tain a consistently high grade prod- 
uct and we have certainly given 
you every opportunity for selling 
the News by securing scoops and 
exclusive pictures. These however 
are not the only reasons for credit- 
ing our News with being the most 
progressive and satisfactory reel on 
the market. They merely give you 
something on. which to, tie your 
sales arguments. In addition to 
this you have the general quality 
of the reels, its dress, make-up, the 
manner in which it is titled, and 
also the speed with which it is 
shipped to your exchange and to 
your accounts. Certainly The Para- 
mount News should be a big part in 
the ‘Whole Show Program” of every 
Paramount customer, and it should 
easily be possible to get better ap- 
preciation as to its value to them, 
owing to the fact that now we 
have the first year’s performance 
on which to base argument. 


Short Features Look Good 


On the Short Features as well, we 
now have a year’s performance with 
this product and no longer have to 
rely on promises and hopes. The 
Christie Comedies are being made 
with greater care and at greater 
eapense than ever before, plus 
sound acgcomplishment. For the 
“Whole Show Program” we are to 
have two new series which are sure 
to be successful. The Sandy Mac- 
Duff Series cannot help but meet 
with favor at the hands of all ex- 
hibitors and “The Confessions of a 
Chorus Girl’ promises to be unique 
anal novel. We look for this series 
to be more popular than any other 
pictures of this kind ever produced. 
We. can also promise you a very 
pleasant surprise in the Great Stars 
and Authors Series. The first two 
of these pictures have been com- 
pleted and everyone who has seen 
them agrees that they are not only 
a verv entertaining type of picture 
but should prove to be the most 
readily saleable of any pictures on 
our program. The cartoons too will 
help to make up a “whole show” 
for many exhibitors. ; 


Emanuel Cohen 
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HOW TALKERS ! | CHARM FOR 
otic Tau | owersFrom [wo Bouquets: | oy orice 


(Continued from Page 1) and Publix, one from Mr. Sam Dembow, Vice-president Execu- If anyone doubts the imminence (Contin 
tive of Publix, and the other from Mr. Sidney R. Kent, General : seer r < 
of efficient and satisfactory meth York University, 


= 


Maintenance Department — All Manager of Paramount, are of deep significance to everyone in ‘ : 

prablems in connection with equip- th “why é iri ; ods on the horizon of showbusi- discharge: of. wil mater 
i liation, ection, e industry. The letters show vividly the dependence of each scharge of all de 

ineMitenanee repairs and. st In addition, =)2ess, as introduced by Publix, let! vith the musical & 


organization on the other for mutual purpose. 
there is an enthusiastic official appreciation for the splendid 
personnel of each organization that is highly gratifying to every- 
one whose pay-check has the inspiring influence of Adolph Zukor, 


maintenance repairs and supplies 
including any technical problems 
in connection with SOUND PIC- 
TURES will be handled by the 
Maintenance Department through 


the latest news from Publix mu- ot Pe 
ioge ramount picture 
sie department .be absorbed for by the mustcal stat 


its tonic effect. 
“Two weeks in advance of the lix side of the organ 


beni ines rhe ory Veek <r imprinted thereon. scheduled playdates of ““‘Warming penton, in es ' 
ti and technical experts avail- s] ? ise aN Bah Rae genius, has complete 
Bi aeR sonal recently been added to MR. DEMBOW S MR. KENT S LETTER Up” and other sound-films, we W ill Publix music under | 


this department and are prepared 


to efficiently handle your problems 
as well as educate the field forces, 


which are likewise being enlarged. | 


Advertising Department—The Ad- 
vertising Department will supply 


all material and information in 


connection with the advertising, 


blicizing and merchandising of | 
80 5 establishing 


SOUND PICTURES; U : 
contacts and methods of distribut- 
ing information for Silent Pictures 
will be continued in connection with 
SOUND PICTURES, Already sev- 
eral complete manuals have been 
issted on the proper merchandis- 
ingt of SOUND PICTURES. There 
is now in preparation a most com- 
prehensive, elaborate manual con- 
solidating previous information 
and including considerable new in- 
..formation for the proper merchan- 
 dising of SOUND PICTURES. 


Musie Department — All previous. 
service from this department will} 


be continued. All present contacts 
in connection with former policies 
will be maintained with the intro- 


duction, of ;SOUND PICTURES to | 
your program. District Musical Ad- | 
Visors will- be established in the} 


field to direct and assist in the 
cueing of silent pictures for non- 
synchronous equipment. Non- 
synchronous cue sheets and pre- 


sentation cue sheets for synchron- | 


ized subjects. will be supplied. 


Special .orchestral 


be furnished. 


Accounting: Department—aAll infor- 
mation with reference to fixed and} 
current charges on SOUND PIC- 


TURE euuipment etc. including 
the manner in which such charges 


are to be entered on reports will 
be furnished by the Accounting 


resentative in the Home Office. 
Therefore, to insure quick action 
and likewise to keep the Theatre 
Management Department fully ad- 
vised of your activities, a copy of 
all correspondence addressed by 
the manager to any individual or 
-department in the Home Office, is 
to be sent to the District Manager 
and the Division Manager. A copy 
of all correspondence from the 
District Manager to any depart- 
ment or individual in the Home 
Office is likewise to be sent to 
the Division Manager. 
The Theatre Management Depart- 
ment-is consolidating general in- 
structions, advice and information 
‘in connection with SOUND PIC- 
TURES. This.information will go 
forward to you in a series of bul- 
letins and will include information 
on each new development in con- 
nection with SOUND PICTURES 
as rapidly as it is available. 
You are cautioned to maintain a 
permanent file of instructions and 
data on SOUND PICTURES, and 
constantly refer to same, inasmuch 
as' once an instruction is issued 
you will- be held responsible for 
its performance, 

“Again let me forcefully impress 
upon you that your success with 
SOUND PICTURES depends almost 
entirely upon your personal inter- 
est and attention to every prase of 
the handling of them in your the- 
atre. 

“We shall expect you to protect 
the tremendous investment we have 
made in SOUND PICTURES by your 
untiring vigilance. 


Recording in Church 


Trinity Baptist Church of Cam- 
den, N. J., is being used by Victor 
Talking Machine Company in 
making synchronizations for Para- 
mount and M-G-M. ‘ 

The church was built in 1872. 
Because of its perfect acoustic 
properties it is preferred by Victor 
to their regular studios for this 
purbose. } : 

The Capitol (New York) or- 
chestra, under the direction of 
David Mendoza,is doing much of. 
the musical work for Victor. 


“DON’T BE AFRAID TO ASK QUESTIONS! ! 


treatment for} 
the presentation of synchronized | 
subjects in -deluxe. theatres will | 


LETTER 


“It isn’t very often that I 
have occasion to write you 
direct, but recently Mr. Katz 
sent you a letter in which he 


‘tried to impress upon you the 


very close relationship that 
now exists between Para- 
mount and Publix and to 
which letter I would like to 
add a few remarks. 

“When Paramount definite- 
ly decided to go into the pro- 
duction of sound pictures we, 
in Publix, were afforded the 
opportunity of preparing the 
first synchronized scere and 
the picture selected fer that 
experiment was Richard Dix 
in “WARMING UP.” Mr. Katy 
assigned Mr. Finstoen, General 
Director of our Music Depart- 
ment, to do this job and in 
order to make their initial ef- 
fort a success, they worked 
day and night with the net 
result that we now have the 
finest synchronized picture 
produced to date by any Com- 
pany. 

“About ten days ago, we 
held a special preview in our 
own theatre in Yonkers, New 
York, at which were present 
all the officials of both Para- 
mount and’ Publix, and I wish 
you could Wave been there to 
witness the reception accorded 
the picture with the sound ef- 
fects. r 

“JI am not going into a 
lengthy discourse on the 
mérits of the picture or the 
sound effects, but to give you 
an idea of what Paramount 
thinks about it, I am atiach- 
ing hereto a copy of a letter 
which Mr. 8S. R. Kent, the 
General manager, sent to all 
of his Branch and District 
Managers, which speaks for 
itself. 

“Incidentally, Richard Dix 
in WARMING UP, as a 
straight silent picture, is un- 
doubtedly the best he has pre- 
duced in a long time, but syn- 
ehronized, and with sound in- 
terpolations, it is truly a 
great picture and we predict 
that it will establish new box 
office records. 

“During August, September 
and October, our Distribution 
Department promises to re- 
lease from fourteen to fifteen 
sound pictures, and with 
“WARMING UP” as a sample, 
and Paramount and Publix 
working hand in hand, we are 
leoking forward to the three 


‘biggest months in the history 


of our Company. 
Sam Dembaw. 


The department of thea- 
tre management, under the 
direction of Harry Marx, 
general directo?, is prepar- 
ing a series of ‘bulletins on 
the operation of sound-film 
in various theatres. These 
bulletins, compiled and cor- 
rected under supervision of 
David J. Chatkin, Milton 
Feld, J. J. Fitzgibbons, and 
Harry Rubin, are expected to 
go forward every week. 

They will contain infor- 
mation of various opera- 
tions, particularly what ob- 
stacles generally occur, and 
how they are overcome by 
various theatremen, 


“When you see WARMING 
UP with Richard Dix you will 
see the first example of what 
it has been possible for us to 
do through man power and 
through properties in our own 
organization, When I speak 
of ovr own organization I 
spenk of PUBLIX. 


“When you see this picture 
you will see a piece of work 
in which all of the prepara- 
tion of sounds, talking, ete. 
were made by Our own 
PUBLIK boys, only the actual 
recording on the machine 
having been done by the Vice- 
ter Company. 


“The Whole Show organiza- 
tien of the Publix department 
will benefit us towards ob- 
taining greater box office re- 
eeipts and wit assist the ex- 
hibitors a great deal wth re- 
zard to this new precess, and 
to PUBLIX we owe a deep 
debt of gratitude for this 
splendid cooperation and fine 
piece of work. 


“In the matter of preview- 
ing this picture, Publix will 
be of great benefit to your ex- 
hibitors and as most of their 
houses will be Vitaphoned by 
the middle of August, these 
theatres should be your Vita- 
phone headquarters, Further, 
their people will be used to 
the ‘technical operation of 
these machines and will be 
glad to work with you so that 
you can inform not only your- 
selves, but other exhibitors 
in your territory as well, 


“J believe this latest move 
is going to make a closer tie 
than .ever between the two 
departments and will be one 
further move to show the ex- 
tent to which we are inter- 
dependent, one to the other, in 
rendering service to Para- 
mount as a whole. 


“Hope you will take advant-’ 


age of the possibilities the 
loeal Publix theatre has in 
your district, to work out this 
problem which is facing us 
all, 

(Signed) Ss. R. Kent. 


} il UA 


ee 
Weekly Flash On Talkie Hints 


One of the important and 
encouraging developments in 
connection with talking-films 
is the fact that the projec- 
tionists’ international union 
is so interested in keeping 
individual projectionists key- 
ed up to a high pitch of in- 
telligent and interested ac- 
tivity, that each booth will 


keep a “log” of all mishaps, 


accidents, untoward events 
that spoil shows, etc., so that 
every effort can be made to 
obtain quick national under- 
standing of the talking pic- 
ture problems and remedies 
for any common faults, 
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send a synchronized advance ad- 
trailer for showing, in which the 
theme song is dominantly woven. 
On the following week, we will 
send the: organist some song slides 
and numbers to follow up with, 


e{and on the third week, with the 


public whistling the number for 
two weeks in advance, the feature 
picture will give the tune to them 
in all its glory.”’ 

For years, observant showmen 
have known the value of regis- 
tering a picture title on public 
consciousness, 
vance musical suggestion. It was 
difficult to do, and had many ob- 
jectors. Recently, however, such 
pictures as ‘‘Laugh Clown Laugh,” 
“Ramona,” and ‘“Speedy’’ were 
materially aided at the box office 
by way of popular songs, the pos- | 
sibilities were so powerfully 
demonstrated that the present ac- 
tivity of the music department 
comes as competent evidence of, 
great showmanship. It’s a great} 
break for the song publishers, but 
a great oue for the box-offices 
too. And the music-store window 
tieups possible are tremendous. 


FIRST SOUND FILM 
BROKE RECORD 


That Paramount’s first synchro- 
nized sound feature, 
Up” is destined to sweep 
country as a box office record | 
shatterer, is indicated by. the re- | 
ception it was accorded at the | 
Paramount, New York, during its 
first two days last Saturday and 
Sunday, with business continuing 
at a very abnormally high level 
for July as we go to press,. and 
the week assured as one of the 
biggest in the company’s ace 
house history. 


Saturday the receipts were over 
$16,000—greater than any Satur- 
day since the theatre opened. 
Sunday brought $15,000, and the | 
combined $31,000 represents the 
all-time record for week-end re- 
ceipts. And this, mind you, at a 
time when the New York crowds 
are usually seeking the country 
and the beaches. And how they 
ate it up! Prints and records are 
being forwarded to the 9 shipping 
points for sound pictures as rapid- 
ly as possible and the exchanges 
are preparing for trade showings. 
Exhibitors are going to get a real 
thrill when they see the attraction 
that pulls ‘em in better than “Un- 
derworld,’’ Paul Whiteman, and a 
score of other tremendous money- 
getters. 


BUNCO BOOK IS 
TIP TO THE COPS 


Heads of a theatre chain com- 
prising over 60 houses, located in 
four states, have bought 120 copies 
of “Bunco Book” and sent them to 
house managers with instructions 
to hand a copy to the police chief 
and sheriff in each of the towns. 

“These carnival rafters, only 
passing through, taking everybo 
for everything they can get, make it 
worse for regular show pleople who 
‘have to stay in the towns and make 
good.” “The book,” it was said, 
‘should prove an invaluable asset to 
the police because it exposes every 
variety of graft of the outdoor show 
business. In getting the police to 

rotect the communities we are in 
rom gyps, we protect every avenue 
of reputable show business,” * 


OR HELP!! PUBLIX IS YOUR SERVICE STATI 


“Publix is not a one-man organization! No single individual can know it all! Perhaps the information you lack is 


someone else! Or doubtless the help you want is waiting for you, if you only knew it! The personnel of Publix and Para 
from the best potentialities of the whole world of experience, intelligence, loy alty, energy, and aptitude in the amusement indus 
up in anything you want to start!”_san KATZ, President, Publix Theatres 


by means of ras | 


“Warming | LINES, TRAILER COPY 
the; YOU CAN DIG OUT &@ 


supervision. 
In a forthcoming issu 
lix Opinion’’ will be a 
of the music departm 
zation-chart, showing 
ments and sub-departt 
tion, and thru which in 
Thus you will see 
possible for Paramount 
nized pictures to have 1 
benefit of the compreh 
Publix music organizatio 
vice-versa. A music library 
taining practically every | 
position in musical histo 
staff of music-librarians, 
ers, arrangers, orchesti 
copyists, specialists, 
ors, 
Home Office for th 


world, no matter ho 

for that matter, for 

tors too, who buy” 
synchronized picture 
Fool-proof music 
folks, for patrons of Pub 
atres and Paramount ] 
Not JUST good music, ar 
iy presented by one man 
tion of its significance - 
splendid music that is. 
after the greatest minds 4 
most experienced showme 
carefully considered and 
ed it. q 
(WHAT GREAT AD | 


STORY.) 


NON-SYNK Fi 
GET EXPE 
MUSIC, TC 


Publix-Paramount 
partment is busy Dre 
“scores” for all Paral 
tures, whether synchro 
non-synchronized. None 
ized pictures can, bé J 
with phonograph reco! 
aid in the proper 
these for use on the ™ 
equipment, Mr, Katz © 
quested the music depal 
offer its services. 
the tiniest theatres 
benefit of that tremend 
department, and its 
musical knowledge 
resources. 


It is not only in , 
that theatres have zg 
service features as @ 
line. Publix Theat 
Paris, the “Paramou 
cently put in a st 
umbrellas for the co 
ence of its patrons W 
pen to get caught in 1 

The umbrellas 
by depositing $1.40, 
is returned when ft 
brella is returned, — 
however, the umb 
not brought bac 
whb fail to 
simiply, have 
las at a fre 
when they 
badly. : 
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SILENT DRAMA 
FINISH SEEN 
_ BY LASKY 


Within five years the 
“silent drama” will be rel- 
egated to history; the en- 
| tire motion picture industry 
will be sound synchronized 
| within that period. 
‘That Was the statement 
| ‘made yesterday by Jesse L. 
Dasky, vice-president in 


(charge of production, on 
his arrival at the studio 
from New York and Eu- 


rope. 


$ 


Am active campaign in 


fthe production of sound 
| pictures will be launched at 
fee, Mr. Lasky declared. 
lew stages are to be con- 


fing of synchronized pic- 
Tes and the majority of 
fthese sound films will be 
}made in the Hollywood 
studio, although the Long 
island plant is to open next 
Monday. In the East, he 
pointed out, New. York 
}stage stars and Publix The- 
Jatres favorites and revues 
fwill face the cameras and 
|the “speaking” recorders 
| because of the proximity to 
[their homes and theatres. 
“One thousand theatres. will 
be equipped for sound by Janu- 
ty,” Lasky stated. “This num- 
ill be doubled within a year 


fin five years the silent dra- 
Will be an obsolete term. 

Urope is very active in mo- 
picture production and is 
fing the arrival of sound 
es, although the Continen- 
producers and public are still 
“skeptical, for they know 
or nothing of the progress 
ica is making in this new 


e Paramount Theatre in 
and the Plaza in London 
ll soon be equipped for sound 
hen these dominating show 
blaze the way, all Europe 


| structed here for the film- | 
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EXTRA 


JOYS 


ORIENCAL SLASH [im 


PECIAL CHICAGO, ILL. SATURDAY. JUNE 16, 1928 


POST OF 
OKIENTAL 
JAZZ RAJAH 


Kvale Klicks | 
From Start ("" 
; Rob Reel, Evening American 
%. Critic, Saw Big Things 
for Kvale, Year Ago 


Oe of As 
Wodernisuc Bathing Contamat” | 


Just Te! 
Oe Oe, aren’ vheve Oriental Dancing gals Ieappy thar Als 
comin’ They're ali tellin’ the world about 


BEAUTY IN DISTRES 
Eovder Ralston and Gary Cooper ia a scene from “Hall « Bride.” the screen feature at the Oriental Theater, starting to-cnorrew. 


% 


ORIENCAC FLASK 


‘TURNING ON THE 


SHOW STARTING TO. 
MORROW AT THE ORIEN. 
>: 


“THbo 
Pero = | 


> Bk 
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Al’s Inaugural Show 
To Be Gala Event 


‘A Glant Show 
Has Been Pre- 


a? | 
COME ® ints 
a POR Le 
Say “SLaucH: 


plays the rode 


on Chicago Stage Al and Milton Both Credit 


ORTENCAL FLASH 


Vou. bo NOL. Sy aT ea 


CHICAGO, ILL. SATURDAY, JUNE 16, 1928. Bee 


KVALE saan 
ORIENTAL 


Jazz Jester 
New Rajah 
of Jazz 


Al Koale Beturys to Orien- 
tal, Scone of His First 


HAIL THE NEW JAZZ KING 

‘Al Kvale, csowned Rajah of Jazz, who in made King of 

Oriesual stage shows and leader of tbe famous 
/ Merry Mad Musical Gang 


Chicago Leaders 
Hatl Kvaie 
as Jazz King 


Croat tale gap THE KING ISSUES ORDERS. SOFT JOB, EH? 
A: cathere p few of hie subjects around him and saye: "It le that all deneme maser 
“4 ‘be sissling bot.” pad they anewer “Hocter's that sb y 


ORIENCAL FLASH 


Kvale—Watson “= 
Ash Proteges * 


* 4th for Success 


Soon orm ait 


After Paul Ash left the Oriental Theatre, the Publix-Balaban & Katz theatre in Chicago’s 


loop that was once headquarters for all the sheiks, shebas, jellybeans and soforths in Chicago, 
Bill Hollander, Bill Pine, John Joseph, Lloyd Lewis, Dave Lipton and Herbie Ellisberg were 
given Al Kvale to present to the public. Al was a sax player in the Ash band, and had been 


| doing good work as leader at the “Norshore.” He had some popularity to start on, and some 


ability. So the boys campaigned him like a free-circus. The only thing they didn’t expose was 
the back of Kvale’s neck and the fact that his dad is. Congressman. Kvale, the famous Wisconsin 
dry. Billboards, newspapers, radios, storewind ows, parades, and tie-up ads, of course, made a 


big impression, 


out, 


but the WOW was a tiny newspaper, reproduced above, that Bill Pine got 
and had the Herald-Examiner newsies distr ibute free as inserts in the morning papers. 


a 


GETS RACE-FAN 
INTEREST FOR 
PAUL SPOR 


EAT AND SEE 


Now that Vitaphone and Movje- 


GO SKIRTING 


Manager E. E. Whitaker used a 


be interested. 
ramount will start work 

ately.on the production 0 
programs with 


The racing season in 
{| tracted such big crow 
knocked mati 
sound west, but Harr 
ized unit] Baley did the 
the synchroniz ee ie 
to the comedies and other} track official 
; ant event for 


nee busines y 
y Watts and Archie 
pest they could to 
hen they got the 
s to name an import- 
Paul Spor, the pop- 


tone have come to stay we hear a novel stunt that set the whole town 


lot about “See and Hear” but to 
advertise “Chicken a la King” at 
the Publix Rex Theatre, Spartan- 
burg, S. C., Manager B. BE. Whit- 
aker used, the slogan “Kat and 
See.” One of the local sandwich 
shops came in on the tie-up and 


talking when he advertised Syd 


Chaplin in “Skirts” playing at the 
Publix Rex Theatre, Spartanburg, 
S. C. On opening morning of 
picture, twelve-.newsboys put on 
skirts. And with the aid of the 


poster artist who:made up banners 


ictures as well as the fea- 


produced by our own 
mn department.” 


; ular Riviera 
yroductions, all of which) paul appeare 


theatre band leader. 
d at the track and 


race fans became por-fans. 


were specializing in a “Chicken 
was copiously photographed ny a a la King” dinner on the day the 
Oe. pardon Sees aa picture ran at the theatre. 


and letters, the ‘boys presented a 
most unusual and comical appear- 
ance. : 


\uus 


%) ; ; & 


CRITIC RAVES 
OVER BEAUTS 
IN UNIT 


Miss Bland Johaneson, the 
famous movie critic of the N. Y. 
‘Mirror’ and writer of one of the 
most interesting theatre columns 
in America for the Hearst Syndi- 
cates, saw Frank Cambria’s ‘West 
Point Days’ at the Paramount 
Theatre, and had the following to 
Say about the dancing beauties in 
the show,—-which by the way is 
one of the most unusual ever pro- 
duced by Publix. The girls are 
worth a million dollarsworth of 
Publicity in every Publix town. 
Show the critics what Miss 
Johaneson said about ’em and 
they’ll do likewise. Here’s Bland’s 
story: 


When pony-ballets first stam- 


peded to the stages of the moyie 


theatres, it) was a very breath- 
snatching thrill to watch a dozen 
girls all kicking to the same 
height at the same time.“ People 
took for granted that only four 
years at West Point could have 
produced such precision. But 
about six months ago, you must 
have noticed that the girls were 
beginning to kick in discord. 
Half would ‘kick while the other 
half rested, so that eyery fourth 
leg instead of every second leg 
would be in the air. At first it 
was startling. But fundamentally 
it isn’t-any more difficult to kick 
in halves or quarters than to kick 
all together. The stunt which 
was showy at first gradually de- 
generated into just another yawn, 
And the fans got wise that presen- 
tation ballets were in a bad way 
and that something would have to 
be-done about them, Something 
has. Listen to the customers ap- 
plaud the Gamby-Hale Girls at the 
Paramount this week. 


Here’s a pony-ballet hot enough 
for a Broadway dancing show. 
The girls work as a precise unit, 
but they do new steps. And they 
don’t have to be clutching at each 
others’ ribs every minute to do 
them together. They don’t have 
to be strung in a line across the 


Mile. Gambarelli 


Georgie Hale 


stage, holding hands, to coordi- 


nate their steps: And every ones 
is a technically proficient toe- 

dancer. They are the hit-of the 

show, Cathbria’s ‘“‘West Point 

Days.”’ 

Gamby-Hale, the trainers, turn 
out to be Georgie-Hale of. the. 
Broadway shows, and Gamby, her- 
Self, the Gambarelli, of Roxy’s 
Gang, and the first movie house 
ballerina. The two-stars have 
teamed to produce the dancing ~ 
numbers for the new presentation. 
units. This is their first, a. knock-~ 
out. 


_NEWS WITH SOUND 
Paramount News intends delv- 
ing into sound and effect. ‘The 
Long Island plant will be used 
for producing freak subjects for 
the news weeklies. 


Verne Buck Goes B. & K. 


Verne Buck, for several years 
stage band leader at the Sheridan, 
former Ascher brothers house in 
Chicago and whose contract ex- 
pires shortly, has been si ed by 
Publix-Balaban & Katz in Chicago, 
to alternate between the Uptown 
and Tivoli theatres with Benny, 
Krueger. 


esacheastrerssssssesnsnsansseeensessengt isteamsenget 


netauasaaseoessnnanenssns 


sestonatenereeasee 


Sell Your 
Stage Show 


Vol. I 


Dahli 


pinion 


Publix Theatres Corporation, Paramount Building, New York, Week of July 14th, 1928. 


DON’T BE FRIGHTENED IF YOU LACK EXPERIENCE OR YEARS! THIS IS A YOUNG INDUSTRY! ITS LEADERS 


YOUNG IN YEARS BUT OLD IN EXPERIENCE. THEY HAVE ORGANIZED PUBLIX IN SUCH A MANNER AS TOG 
2 ALL THE BENEFIT OF THEIR EXPERIENCE! —HARRY MARX (General Director of Theatr ' 


“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 


Publix & Opinion 
Published by and for the Press Repecsamanntel and Managers of 
PUBLIX THEATRES CORPORATION 
SAM KATZ, President 


A.M. Borsrorp, Dr. Advertising BENJ. H. SerKowrcu, Editor 
Contents Strictly Oonfidential. 


DITTO FOR PUBLIX 


The following editorial, enthusiastically reprinted by 
Publix Opinion from the columns of its blood-brother, 
“Paramount Studio News,” splendidly covers a subject 


that has also rankled deep and often in Publix. 


Incidentally, it might be added that its presence here 
is at the suggestion of Mr. Katz, Mr. Dembow, Mr. 


Marx and Mr. Botsford: 


CREDIT GRABBERS 


“No industrial organization 
is free from the type of indi- 
vidual who assumes all of the 
credit when things go right but 
fades gracefully out of the 
picture when the going gets 
tough. 

The motion picture indus- 
try, because of the importance 
that individual ability plays 
in its success, is particularly 
subject to the activities of 
people of this kind. Para- 
mount has not escaped the 
blight. 


The studio has developed 
the finest organization in the 
world for the production of 
motion pictures. Through 
every stage of picture making 
this perfected machine, com- 
posed of highly-skilled human 
cogs, functions efficiently. The 
individual contributes his 
share—but no more than his 
share. 


Yet scarcely a week passes 
that some ambitious “credit 
grabber” doesn’t attempt to 
claim the sole credit for what 
is really the work of many 
men and women. 


One of the purposes of the 
Studio News is to record the 


praise-worthy achievements of 
the men and women who are 
the animating forces iri the 
Paramount organization. 
When the machine, through 
the brilliant leadership or effi- 
ciency of an individual, sets a 
new record of artistic or me- 
chanical achievement, this 
publication gladly tells the en- 
tire Paramount organization 
the facts and makes every ef- 
fort to give credit where creq- 
it is due. 

But in the final analysis, the 
individual can accomplish very 
little without the cooperation 
of his fellow-workers. Re- 
move the efficient machinery 
and the individual battles 
against overwhelming odds. 

In the recent past, several 
specimens of the genus “credit 
grabber” have attempted to 
rush into print in an effort to 
claim credit for studio 
achievements. Once or twice 
they have been successful. 

To the workers whose 
achievement was slighted, the 
Studio News apologizes. . To 
the credit grabbers, this publi- 
cation. points out the obvious 
truth—the fact that you can’t 
get away with it. 


EFFICIENCY 


Efficiency means merely delivering power at the exact spot 


where it will do work with the least possible loss and the 


PHOTO- OBITS 
NOW COMING 
IN DANDY 


A questionnaire, which when com- 


{pleted will give the Home: office 


an effective biography of every 
stage band leader, pit conductor, 
and organist, together with his 
photograph, is being compiled by 
the Paramount-Publix music de- 
partment under thé supervision of 
General Director of Music Nath- 
aniel W. Finston, and Boris Moros, 
who has direct charge-of all Pub- 
lix music activities. 

This is the information Publix 
Opinion has been seeking, so that 
national advertising tie-ups could 
be made in New York when pos- 
sible with the large advertising 
agencies, who would use the tle- 
ups locally in most cases, and 
nationally when possible. 

The management department is 
now preparing a similar file of 
photos and biographies of all heads 
of theatres, together with ‘junior 


‘executives in the field who are 


regarded as promising material for 
promotion. 

The photographs from these two 
files will be available for the Home 
Office publicity department, which 
will ultimately help solve the prob- 
lem of getting local advertising 
helps from the New York head- 
quarters of many national adver- 
tisers. 


Paramount Is 
Ready With Two 
Big Specials 


“The Wedding March”’ is ready 
for showing with the exception of 
synchronization, it is announced 
at Paramount studio. The picture 
will have a musical score and 
sound effects, but no talking, ac- 
cording to plans. 


“Wings,” another Paramount 
special, going out on general re- 
lease in January, is also being 
scored with music and sounds, but 
will have no dialog. 


CO-OPERATIVE DISPLAY 


Along with the usual advertis- 
ing media, ‘Dressed to Kill” play- 
ing at the Publix Tivoli Theatre, 
Chattanooga, Tenn., Manager HE. 
R. Rogers got a full page co- 
operative display tie-up with mer- 
chants, 


“ABIE’S” SOUND 

Buddy Rogers played piano while 
Nancy Carroll sang for one of the 
sound sequences now being made 
for “Abie’s Irish Rose.” 

Picture is being synchronized 
with a musical score in New York, 
but sound effects and dialog are 


| being done in Hollywood, 


Official bulletins, announcements of pri 
transfers, etc., issued by Harry Marx, Gener: 
tor of Theater Management. 


Perrerri tis titi i titi) 


CxTrririirri itr iret iss te tit ft) = = esses Sse: 


The stage-band policy at the Stadium, Woonsocket, eftectiy 
14th, was discontinued. It is the present plan to present Prod 
Overtures, with present admission prices continuing in effect. 


Al 
The folowing managerial switches have been made in the Pu 
Blank district—Mr. Ray Jones employed as Asst. Manager - 
Riviera, Omaha, reHeving Mr. Carol MacPike, who was. ( 
Manager of the Princess, Sioux City effective the same 4 
W. E. Staude transferred from the Princess, Sioux City 
Manager of the Rialto, Omaha. : 


The Ritz Theatre, Columbus, 8. C. re-opened on Mondi 
—admission prices to be charged as follows: 10c and 40¢ 
10¢c and 50c nights. Policy is full week runs on bigger and 
ized pictures, with split-week on other attraction, Monday and T 
day change days. This theatre was formerly called the “Ideal” 


Appointment of John Judge as Manager of the Oakley The 
Lake Worth, Fla. is,announced. Mr. Judge replaces Mr. Dent 
cently transferred to Greenville. Pr" 


ni 


The stage-band policy the first-half of the week at the 
Theatre, Charlotte has been discontinued. One or two ac 
used on the first-half of each week with this band in the) 
the present admission prices continuing in effect. } 


oa 
7 


Admission prices at the Plaza, Asheville were incre ' 
as follows—10 and 40c matinees, 10 and 50c evenings, col : 
10 4nd 30c all times, in view of improved bookings. 7 


Admission prices at the Imperiai, Augusta were ch 
lows to prevail until Labor Day: 11 to 2—-25c, 10c; 2 to 6—= 
after 6—40c, 10c. eS 


+. 
os 


The Rivoli, Greenville will be reopened effective Aug t 
a policy of three changes per week, admission prices 10 
matinees and 10 and 40¢ evenings. Mr. Roy Helma will” 
ferred from the Strand, Knoxville to manage the Rivoli The 
der the direction of Mr. George L. Denton, City Manager. ” 
the same date, August 6th, the Carolina, Greenville inag 
vitaphone policy, one change per week, admission prices of 10 
matinees and 10 and 50c evenings. 


ba Family Theatre, Davenport, Ia. will be closed effec 
nd. at 


a 


22 


Mr. W. H. Hemphill is being transferred from the Rial 
to the Strand Theatre, Knoxville effective August 6th. Aj 
in another communication, Mr. Roy Helma is being tran 
the Strand, Knoxville to the Rivoli, Greenville. 


Mr, J. R. McKoy will replace Mr. Hemphill at the Rialt 
and Mr. John D. Moody is being transferred to the Capito 
from the Aladdin, Cocoa, also effective August 6th, Mr,” 
successor at the Aladdin, Cocoa will be advised later. ~~ 

4 


We are repeating herewith a commuhication recef df 
Jesse L..Clark, Florida District Manager, for your informa 
future guidance— a 


. Pr 
“I shall appreciate your giving instructions to the p 
sons so that all future mail and telegrams for the Jackso 
will be addressed to us at 601 FLORIDA THEATRE | 
Much of our mail continues to come addressed to the Arcad 


which causes considerable delay sometimes.” 4 
greatest possible results. I watched some men playing golf } 
not long ago. One big, powerful fellow set himself, brandished 
his club, took a mighty swing, and missed the ball completely. 
Another, much smaller man stepped up, placed his ball, meas- 
ured his distance, swung carefully and sent the white ball 
soaring down the fairway for a beautiful drive. The first man 
would have driven his ball much farther had he hit it. That's 
the trouble with violent and unsynchronized action—-too often 
it misses. The man who learns to know what he wants and 
how to “hit it’? will not waste a lot of effort beating the air. 
Wasted time and wasted effort are two of the besetting sins 
of some salesmen. It isn’t how hard you swing, remember, 
but how accurate is your application of power. 


—Specialty Salesman Magazine 


Mr. Robert Talbert has been transferred from 
ville to the Imperial, Columbia as House Manager, 
supervision of Mr. T, H. Holliday, City Manager ¢ 
oo P rripa dar Mr. BHarl Holliman : continu 

e Z. 


PROGRAM OR 
TRAILER COPY? 


Patrons are requested to 
report any unusual. service or 
attention on the part,of em- 
ployees. This enables us to 
recognize the exceptional ef- 
ficiency which we wish-to en-. 
courage in our service,—The 
Management. rah 


Mr. Stanley Segelbaum has been enga . 
Moines Theatre, DeS Moines to succeed | 
been transferred to the Managers’ Traini 


4 


‘Coincident with the inauguration of. 
ol on July 23rd, the following aé 
natineés—10 and 25¢ all seats; evenings 
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